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ABSTRACT

Analysis of Expression Strategy, Appeal Type and Product Category in
Global Outdoor Advertising . Based on Winning Entries in 2014—-2016
International Advertising Award Clio (Clio Awards)

Kim, Kyung Min

HSAd, Doctoral student, Graduate School of Hanyang University

This study is an analysis of the world's trends in outdoor advertising creativity., The study examined the winning
entries, in terms of appeal type, expression strategy, product category and public service advertisement for the past 3
years of Clio Awards, one of the world's 4 award competitions for creative excellence in advertising, The main findings

of the study is as follows,

First of all, in the category of creative appeal type, in 2016, the level of the emotional appeal and the rational
was 53.4% and 46.6% respectively., However, in 2014 and 2015, the distribution of winners for the emotional appeal
was significantly higher, For creative expression strategy, in 2016, there were high proportion of rational and social
domains and in 2014 and 2015, there was a higher proportion of social and emotional domains, For the product type
and the product category, 2016 saw high proportion of computer/telecommunications and home appliances/electronic
products. In 2014, there was a high proportion of food and beauty/fashion and in 2015, there was a high proportion
of automobiles/air transportation and distribution/services, Among the winning entries in 2016, 26% was in the public
service advertisement sector whereas it was 26% and 36.6% in 2014 and 2015 respectively,

The results of this study are expected to be used as a reference when developing creative directions by the
professionals in the advertising industry and in their effort in formulating winning entries in international advertising

awards competition,

Key words : outdoor advertising, creativity, appeal type, expression strategy
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